Introduction
Smartphone has become a part of everyday life tool for people around the world. Especially, China's Information Communication Technology (ICT) booms recently and grows faster than ever before. A smartphone is not only used as a communication medium, but also provides an online service tool enabling game, internet surfing, and navigation services. However, due to its rapidly changing economic environment the technology products manufacturers have to corresponding sales plans and marketing strategies. In these circumstances, the main purpose for this research is to explore the factors affecting purchase intention of smartphone on Chinese university students. The result of this study would provide important strategic implications to companies and help them to set efficient entry strategy in order to deal with emerging markets.
Prior research
Prior research analyzed factors affecting on adoption of smartphone [11] . The factors such as self-efficacy, social influence, perceived usefulness, and perceived enjoyment and influences of these factors on intention to use are assessed. [13] examined the constructs of the cognitive and behavioral attributes to use of smartphone in between Korean and Chinese consumers.
The cognitive variables affecting adoption of smartphone classified as perceived enjoyment, perceived usefulness, and perceived ease of use.
Recently, smartphone studies have paid much attention to the smartphone's technological characteristics such as [5] 's research on Customer Process Centric Smartphone Application. [14] proposed to the consumers' characteristics, trust, and subjective norms affect consumers' attitude towards the Smartphone based on the [1] 's TPB (Theory of Planned Behavior), and that study looks at behavioral control's influence on behavioral intention to use a smartphone.
We have five factors that affecting purchase intention of smartphone during this research, which included 'price', 'compatibility' [4] , 'security' [8] , 'social influence' [14] , and 'consumer innovations'. Throughout this research, firms may have a better understanding on how Chinese consumer's intention to purchase a smartphone.
Price
Price is one of the most important cues in marketplace [4] . If buyers perceive that the product's price to be paid is favorable, then they will be more likely to perceive that the price is fair. The price paid by smartphone users may be compared with their usage experiences. If the users' perceptions of the performance or quality of the smartphone exceed their expectations, and the smartphone represents good value for their money, then their perception of the listed price should be favorable [15] . This will lead them to buy the smartphone.
Compatibility
Compatibility of product is company need find some way to fits the past experiences and the needs of the potential adopters used to fulfill and satisfied customers need [4] . When a firm focus a lot on their product compatible, product compatibility can enables consumers to build their system that is closer to their ideal, preference and expectation [6] .
Security
Security of smartphone is when customer using a product, customer feel the degree of invasion privacy of personal or data security. Security is Positive belief about the perceived reliability of, dependability of, and confidence in using a Smartphone [16] . Smartphone's mobile services, such as Internet, mobile banking, and online purchase are attracting consumers and organizational users [7] . Therefore, the security as an important component affecting attitude toward Smartphone purchases intention.
Social influence
Social influence includes not only mass media reports and expert opinions (external factors) but also word of mouth from friends, colleagues, and superiors (interpersonal factors) [3] . In this paper we focus on the interpersonal factor of social influence. Because smartphone is regarded as a new information technology mobile device which creates uncertainty about individual's expected consequences. Additionally, consumers tend to consult with their social network about this uncertainty rather than consulting the external factors such as media and expert opinions before making a decision to use Smartphone.
Consumer innovations
Innovativeness refers to the tendency of some individuals to adopt new products early. Consumer innovators are valuable resources to firms introducing new products, as they perform essential roles in innovation diffusion [12] . Higher consumer innovativeness the higher purchase intention and more purchase action [18] .
Satisfaction
Satisfaction is the customer's satisfaction of the products and it will affect the purchase intention [2] .
And the satisfaction is also considered the customers'
expectation of the quality of the products before purchasing the products according customers'
expectation. If the performance of the product is better than customer's the expectation, the phenomenon is called satisfaction [19] .
Purchase Intention
Purchase intentions are formed under the assumption of a pending transaction and, consequently, often are considered an important indicator of actual purchase [17] . Purchase intention shows that consumers will follow need recognition, information search through external environment, evaluation of alternatives, make purchase decision and post-purchase experience [20] . Furthermore, consumer's perception on relative advantage of smartphone and efforts required to obtain a smartphone have significant influence on purchase intention. The effort required to obtain a smartphone includes price, search time, availability and so on [4] . Moreover, purchase intention also treated as metric for prediction of consumer purchasing behavior.
Besides that, the intention to purchase is known as consumers tendency to behave on an object; it usually measured in terms of intention to buy [10] . Purchase intention can be used for future demand prediction.
There are positive relationships between relative advantage, price, social influence and product compatibility with purchase intention.
Methodology

Research Design
The research model <Fig.1> of this research examines whether price, compatibility, security, social influence, and consumer innovations affect consumers' satisfaction towards Smartphone purchase as well as purchase intention indirectly via satisfaction, and whether satisfaction control influences purchase intention.
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Hypotheses
Based on the past empirical studies, the following hypotheses are proposed.
H1: There is a significant influence from price towards satisfaction of smartphone.
H2: There is a significant influence from compatibility towards satisfaction of smartphone.
H3: There is a significant influence from security towards satisfaction of smartphone.
H4: There is a significant influence from social influence towards satisfaction of smartphone.
H5: There is a significant influence from consumer innovations towards satisfaction of smartphone.
H6: Consumer's satisfaction positively influences the consumer's purchase intention of smartphone.
Data
The sample of this study consisted of who either had previously used or are currently using a smartphone in practice. Samples were select from Qingdao University students in Shandong province, shows that the correlations between independent variables which include price, compatibility, security, social influence and consumer innovations influences on the satisfaction, and the satisfaction also influences with dependent variable which is purchase intention of Chinese university students. Independent variables have positive linear relationship to satisfaction at significant level 0.05. All value in this probable is less than 0.9 which indicates that there is no multicollinearity problem. And except social influence the correlation among other independent variables is less than 0.9 which is between 0.204 and 0.410. Moreover, the correlation at satisfaction is also less than 0.9 which is 0.456.
Research Findings
In order to verify the hypotheses of the proposed research model, we examined the structural paths between the measured variables.
This model estimated the regression paths from price, compatibility, security, social influence and consumer innovations to satisfaction. The regression path from satisfaction to purchase intention was also estimated.
According to <Table4>and<Table5>. H1 indicates that there is not significant influence from price towards satisfaction of smartphone among university students in China. Result shows P-value is 0.143 and β-value is 0.113 which expressed that H1 is not supported. There was no impact between price to university student's satisfaction which is inconsistent with the study by [4] , which is support that price is an important variable impact on satisfaction. But in recent years, the economy of China develops very fast.
Smartphone as necessities of university student's life, the price on satisfaction is insignificant.
H2 indicates that there is a significant influence from compatibility towards satisfaction of smartphone among university students in China. Result shows P-value is 0.001 and β-value is 0.226 which expressed that H2 is supported. There are researchers that support this hypothesis. Compatibility is an important issue in smartphone purchase intention [4] . Because of smartphone is compatible to university student's lifestyle. They can use the smartphone login QQ, Micro-blog and other social network which are nowadays students are very active in it. And students love to surf internet whenever they are, smartphone is able to satisfy their needs. So H2 is fully supported.
H3 indicates that there is a significant influence from security towards satisfaction of smartphone among university students in China. Result shows P-value is 0.132 and β-value is 0.089 which expressed that H3 is not supported. The result is consistent with [8] 's study, which concluded the security not impact on satisfaction about the smartphone.
H4 indicates that there is a significant influence from social influence towards satisfaction of smartphone among university students in China. Result shows P-value is 0.572 and β-value is -0.038 which expressed that H4 is not supported. There was no impact between social influence to Chinese consumer's purchase intention which is inconsistent with the study by [4] .
H5 indicates that there is a significant influence from consumer innovations towards satisfaction of smartphone among university student in China. Result shows P-value is 0.000 and β-value is 0.232 which expressed that H5 is supported. This result is consistent with previous studies as [21] , Innovativeness was found to have a significant influence on the purchase of cellular phone. Innovators tended to be those who exhibited a high degree of instrumental and expressive expectations and more frequency of information search.
H6 indicates that consumer's satisfaction positively influences the consumer's purchase intention of smartphone among university student in China. Result shows P-value is 0.000 and β-value is 0.509 which expressed that H6 is supported. This result corresponds to the result of [9] and [8] .
Conclusion
In China the demand of smartphone is rapidly increase nowadays due to the current technology trend and evolution of innovation of hand phone. Smartphone become a common need to most people. And some factors that affect consumer to purchase smartphone.
In this study, the factors which affect purchase intention of smartphone in Chinese consumers have been tested. Through this study, it is improving the understanding of the Chinese consumers purchase intention towards smartphone. Total number of 187 questionnaires was being distributed and the data collected was processed and analyzed using SPSS 18.0. 
